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personalities	 can	 be	 found,	 just	 like	 brands.	 The	 choice	 and	 use	 of	 the	
appropriate	brand	language	according	to	the	business’s	vision,	mission	and	
value	create	the	correct	perception	to	its	targeted	customers.	The	name,	the	









billboards	 of	 tomorrow.	 Augmented	 reality	was	 a	 trend	which	 caught	my	





















































































o	 logotipo,	 as	 cores,	 as	 imagens	 escolhidas	 são	 a	 personalidade	 que	
encontramos	 nas	 marcas.	 Esta	 tese	 apresenta	 escolher	 a	 linguagem	





consideração	 a	 época	 em	que	 vivemos	e	 as	 épocas	 em	que	uma	marca	 ir	
permanecer.	 Com	 isso	 em	 mente,	 era	 importante	 entender	 quais	 são	 as	
tendências	 tecnológicas	 da	 década	 e	 o	 que	 esperar	 da	 publicidade	 de	
amanhã.	 A	 realidade	 aumentada	 foi	 uma	 tendência	 que	 me	 chamou	 à	
atenção	 e	 decidi	 investigar	 e	 implementar	 para	 a	 projeção	 e	 criação	 da	
marca.	
	
Considerando	 o	 objetivo	 de	 criar	 uma	 marca	 de	 moda	 durante	 uma	 era	
tecnológica,	era	importante	realizar	estudos	de	caso	de	marcas	de	moda,	e	
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WHO SAID SWIMWEAR WAS 
MADE FOR SWIMMING? OR 
BEACHWEAR MADE FOR 
BEACHES? BREAK THE MOLD. 
BE BOLD. TAKE THE JUMP. LET 
THE GLITTER FALL. 
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Note.	This	table	shows	the	different	characteristics	to	be	implemented	for	the	Kalaia	AR	application.			
	
	
2.4.3. PROJECT	DESCRIPTION		
	
According	to	Williams	and	Chiannetta	(2016),	augmented	reality	is	an	enhanced	version	
of	reality	with	views	of	physical	real-world	environments.		
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The	augmented	reality	experience	begins	by	installing	the	Kalaia	AR	application	on	a	
smart	phone;	once	the	application	is	downloaded,	the	AR	begins	from	a	marker-based	
trigger	seen	on	the	outside	of	the	van.	Once	the	smartphone	is	placed	in	front	of	the	van,	
the	patterns	will	be	animated	on	the	splash	screen	of	the	application.	While	the	
animation	on	the	splash	screen	is	happening,	the	user	can	visualize	a	button	See	what’s	
inside,	which	awakens	the	user’s	curiosity.	When	the	button	is	clicked,	there	is	an	
markerless	augmented	reality	experience	that	happens:	
	
2. The	user	is	able	to	see	inside	the	van	in	a	3D	model,	which	they	come	to	realize	for	
the	first	time	is	a	swimwear	shop.		
3. Then	the	animation,	allows	the	user	to	navigate	inside	the	van	through	hand	
movements	on	their	smartphone.	
4. The	user	is	then	able	to	shop	throughout	the	van.		
	
Once	the	user	is	in	the	application’s	shop	menu,	there	are	three	other	menu	buttons,	
enhancing	their	experience:		
	
1. Favorites	–	when	navigating	through	the	van,	the	user	is	able	to	save	their	most	
liked	items	to	have	a	closer	look	once	they’ve	finished	shopping.		
2. Location	–	the	user	is	able	to	see	the	map	and	locations	of	where	the	van	has	been	
until	reaching	its	actual	location.	There	is	also	the	option	of	realizing	a	quiz	Guess	
where	we’ll	go	next?	The	quiz	shows	different	location	options	allowing	the	user	
to	win	discounts	on	their	next	purchase	whether	physically	in	the	van	or	through	
the	application.		
3. Videos	–	these	are	promotional	videos	showing	users	how	swimsuits	fit	on	the	
models	from	different	angles.	
	
When	navigating	in	any	of	the	different	sub-menus,	the	user	always	has	the	option	of	
returning	to	the	splash	screen,	with	the	dynamic	animation.	
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2.4.4. KALAIA	AR	BRAND	LANGUAGE		
	 	 	
When	analysing	the	case	studies	of	the	AR	applications,	I	was	able	to	conclude	that	the	
visual	language	was	according	to	each	brand’s	DNA.	While	creating	the	Kalaia	AR	
application,	this	aspect	was	thoroughly	taken	into	consideration.	The	pattern	that	is	
animated	through	the	splash	screen	relates	to	the	patterns	used	on	the	garments	
themselves.	This	pattern	can	statically	be	seen	on	the	outside	of	the	van	as	well	as	
animated	through	the	application.	Both	these	components	were	created	with	reference	
to	the	brand’s	language	elements	seen	below:	
	
NAME	–		Considering	that	augmented	reality	is	still	a	considerably	new	technology,	the	
words	AUGMENTED	REALITY	must	be	visible	in	order	for	people	to	understand	the	
purpose	of	the	application.	Therefore,	the	application’s	name	is	straightforward	Kalaia	AR	
–	augmented	reality.		
LOGO	–	The	logo	remains	very	similar	to	Kalaia’s	logo.	I	added	the	+	icon,	as	well	as	the	
words	augmented	reality.	The	colours	are	black	and	pink,	giving	somewhat	of	a	hint	of	the	
target	audience.	The	logo	had	to	remain	with	contrasting	colours	for	the	functionality	of	
the	marker-based	trigger.		
TYPEFACE	–	The	typeface	remains	the	same	as	other	supports,	being	futura	bold	and	
medium	maintaining	its	coherence.		
COLOURS	–		As	seen	in	the	colours	of	the	logo,	the	colours	seen	on	the	pattern	of	the	van	
are	the	same	ones	seen	on	the	garments:	vivid	and	saturated.	The	pattern	is	festive,	
abstract	and	psychedelic	which	resonates	with	a	youthful	and	trendy	public.	The	
predominant	colours	are	pink,	yellow	and	blue.		
As	for	the	colours	on	the	menu	bar,	they	are	pink	and	blue	which	are	the	same	colours	
used	on	the	website	having	a	consistency	throughout	the	different	platforms.		
IMAGERY	–	The	imagery	chosen	for	the	application,	utilize	the	same	colours	as	the	
website,	pink	and	blue.	The	menu	design	is	made	of	pictograms,	with	the	intention	of	
being	straightforward.	The	digital	renders	of	the	interior	of	the	van	are	the	applications’	
main	imagery,	showing	the	most	accurate	version	of	reality.	In	order	to	highlight	the	AR	
experience,	there	are	not	too	many	submenus.	
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BRAND	VOICE	/	SOUND	–	The	sound	is	the	same	genera	found	in	the	videos	produced	for	
Kalaia	advertisements,	electronic	trap	music	high	beats.		
	
	
	
2.4.5. INTERACTIVITY		
	
	
Figure	63	–	Flowchart	of	the	Kalaia	AR	application	 	
	
The	interactive	process	is	the	particular	beauty	of	augmented	reality;	it	creates	a	user	
experience	that	differs	from	standard	platforms.	There	are	two	defining	AR	interactive	
points	through	this	project:	
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1. Once	the	user	looks	at	the	van	and	notices	the	“augmented	reality”,	
downloads	the	application	Kalaia	AR,	directing	the	user	to	point	the	
smartphone	to	the	maker-based	van.	Once	directed,	the	pattern	seen	on	the	
van	is	animated	through	visuals	and	sounds.	At	this	stage,	the	transition	begins	
with	the	second	interactivity	measure,	this	one	being	led	by	a	suggestive	
button	showcasing	“See	what’s	inside”.		
2. When	clicked,	the	user	has	the	sensation	of	being	inside	the	van	it’s	pointing	
to.	At	this	stage,	the	user	is	able	to	navigate	inside	the	van,	looking	at	the	
shop.	The	products	displayed	are	swimsuits	and	bikinis;	the	user	is	able	to	look	
through	them,	pull	them	out	for	more	information	regarding	pricing,	sizes	and	
available	colours.	There	are	possibilities	of	saving	them	as	favorites	and	buying	
them	through	the	application.	
	
The	function	described	above	are	standardized	menu	buttons	like	any	other	application,	
such	as	the	location	sub-menu,	and	videos	explained	above.		
	
2.4.6. TECHNOLOGY		
	
As	seen	above	by	Kiu	et	al.	(2018)	there	are	two	types	of	AR	which	are	maker-based	AR	
and	markerless	AR.	In	this	project	we	intend	to	use	both	of	these	technologies.		
1. The	marker-based	AR	uses	camera	and	visual	markers	when	the	reader	triggers	
the	marker.	The	markers	are	images	that	can	be	detected	by	a	camera	while	using	
software	placed	in	front	of	a	scenario.	Most	of	these	markers	are	black	and	white	
or	colours	as	long	as	the	colours	have	enough	contrast	between	them.	For	this	
project	in	particular,	the	marker	is	black	and	white	and	seen	in	figure	64	and	the	
scenario	is	placed	on	the	surfaces	of	the	van	(figure	65).			
	
2. The	markeless	AR	technology,	as	mentioned	by	Katiyar	(2015),	is	more	interactive	
than	the	marker	based	one.	There	are	many	ways	in	which	the	markerless	
technology	can	work;	the	image	displayed	can	be	gathered	using	GPS	which	
means	it	doesn’t	require	a	marker	to	display	the	content.		
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3. It	can	also	be	triggered	with	sensors,	which	won’t	be	the	intent	of	this	project.	For	
the	benefit	of	this	project,	location	based	technology	is	the	one	that	makes	the	
most	sense	considering	the	display	shown	through	the	application	must	coincide	
with	the	location	and	movements	of	the	user;	allowing	them	to	shop	“inside”	the	
van.		
	
Below,	is	a	visual	exploration	how	marker-based	and	markerless	technology	can	be	
applied	in	the	near	future	of	AR	development.		
	 	 	
2.5. KALAIA	AR	PROJECT	EXECUTION	
	
2.5.1. MARKER	BASED	TRIGGER	SYSTEM	
	
	
Figure	64	–	Kalaia	AR	logo	
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Figure	65	–	Van	with	the	marker-based	trigger	
	
	
	
	
	
	
	
Figure	66	–	Smart	phone	triggering	marker	
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Figure	67	–	Marker	based	triggering	animation	
	
	
Figure	68	–	Transition	to	marker-based	system	to	markerless	
	
	
	
	
	
	
	
	
	
 96 
2.5.2. KALAIA	AR	MARKERLESS	SYSTEM		
	
					 	
	
Figure	69	–	Examples	of	the	markerless	3D	model		
	
	
	
	
2.5.3. KALAIA	AR	APPLICATION	
	
		
	
	
	
	
Figure	70	–	Back	splash	of	the	application		
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Figure	71	–	Examples	of	the	navigational	menu		
	
 98 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
V	–	CONCLUSION	
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The	objective	of	my	research	was	the	simulation	and	development	of	a	fashion	brand	
using	the	competences	gained	from	my	undergraduate	and	graduate	studies.	After	
evaluating	the	Portuguese	market,	I	noticed	a	higher	volume	in	sales,	exports	and	
potential	in	the	textile	industry.	Considering	the	demand,	I	chose	to	create	and	build	a	
swimwear	brand	registered	as	Kalaia.	The	creation	of	the	brand	language	including	the	
name,	the	logo,	the	choice	of	colours,	the	tagline,	the	imagery,	to	the	brand	sound	is	a	
process	that	requires	branding	and	design	knowledge.	In	order	to	have	one’s	values	and	
mission	represented	with	the	correct	intent,	one	must	understand	each	of	the	creative	
and	branding	processes	such	as	the	meaning	of	the	colour	blue	or	how	to	portray	a	model	
looking	straight	into	the	camera.	All	these	aspects	that	often	go	unnoticed	to	the	
customers	have	a	much	deeper	and	subconscious	impact	than	they	realize.	These	
elements	connect	people’s	emotions	and	decisions;	for	this	reason,	brands	follow	a	
similar	train	of	thought	and	creation.	I	have	not	only	studied	and	researched	these	
elements,	but	have	implemented	them	as	well.		
	
While	developing	my	thesis,	I	was	introduced	to	emerging	technologies	which	I	believe	
will	be	crucial	in	advertisement	in	a	very	near	future;	considering	the	technology	exists	
and	the	devices	as	well,	it’s	just	a	matter	of	fine	tuning.	The	AR	project	I	developed	is	
definitely	a	project	I	would	like	to	implement	when	the	means	exist;	I	see	the	potential	
due	to	its	interactivity,	novelty,	and	data	collection.	The	development	of	an	application	
with	the	marker-based	and	markerless	technology	would	require	funds	that	are	not	
available	at	the	moment.	However,	the	AR	application	may	not	exist	but	the	van	does	and	
will	be	on	the	road	summer	of	2020,	always	with	the	objective	of	finding	irreverent	ways	
of	creating	awareness,	advertisement	and	sales.	
	
However,	I	have	learned	a	lot	more	than	branding,	advertisement,	design	and	merging	
technologies	with	the	creation	of	this	project	and	of	the	Kalaia	brand;	some	of	it	cannot	
be	researched	or	studied	from	textbooks.	I	stepped	out	of	my	comfort	zone	in	so	many	
different	ways	possible,	such	as	dealing	with	manufacturers,	deadlines,	photoshoots,	
accounting,	television	appearances,	travelling,	market	sales,	and	so	much	more.		
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The	creation	of	a	brand,	may	be	done	individually	but	to	build	a	brand	up,	it	must	be	done	
with	a	team	of	people.	None	of	this	project	would	have	been	accomplished	without	the	
help	of	my	friends,	my	family	or	any	of	those	who	supported	and	believed	in	my	project.	
This	being	said,	with	the	highs	come	the	lows,	and	considering	such	a	competitive	market,	
both	in	the	fashion	and	the	digital	industry,	there	were	unavoidable	challenges:	
advertisement	cost,	general	costs,	national	production	and	most	importantly	to	generate	
sales.	
	
	It’s	been	a	memorable	journey	through	highs	and	lows,	struggles	and	successes.		
With	this,	I	can	conclude	that	the	theory	of	any	brand	creation,	may	come	from	books	
and	text	references,	exposed	in	APA	norms	but	those	alone	can’t	guarantee	its	success.	I	
still	have	a	long	path	ahead	filled	with	awareness	and	insights,	mistakes	and	
accomplishments	to	be	conquered.		
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